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Farid, Sya’roni Yusuf, 2014 SKRIPSI. Judul: “Pengaruh Integrated Marketing 
Communication Terhadap Keputusan Pembelian Mobil Toyota 
Avanza di Kota Lamongan”. 
Pembimbing : Yayuk Sri Rahayu., SE., MM 
Kata Kunci    : Integrated Marketing Communication, Keputusan Pembelian 
 
Perkembangan pesat industri otomotif di Indonesia membuat tingkat  
persaingannya menjadi ketat, khususnya pada industri mobil. Para Agen Tunggal 
Pemegang Merek (ATPM) mobil terus melakukan inovasi terhadap  produknya 
guna meningkatkan daya saing. Hal ini terlihat dari semakin beraneka ragamnya 
merek dan jenis mobil yang masuk dalam pangsa pasar di Indonesia, Akibatnya 
konsumen semakin selektif dalam memilih  produk yang akan dibeli. Salah satu 
alternatif untuk menghadapi persaingan tersebut adalah dengan menerapkan 
Integrated Marketing Communication dalam kegiatan pemasaran. 
Penelitian ini menggunakan metode kuantitatif deskriptif, yang mengkaji 
pengaruh Integrated Marketing Communication terhadap keputusan pembelian 
dan pengaruh variabel Iklan (X1), Personal Selling (X2), Promosi Penjualan (X3)  
Penjualan Langsung (X4), Public Relation (X5), Word of Mouth (X6), terhadap 
keputusan pembelian (Y). Dalam penelitian ini populasi dijadikan sebagai sampel 
yaitu konsumen yang memiliki mobil Toyota Avanza di kota Lamongan, 
sedangkan data yang digunakan dalam penelitian ini adalah data kuesioner yang 
diberikan pada tanggal 8-22 Agustus 2014. 
 Hasil penelitian menunjukkan bahwa pengaruh Integrated Marketing 
Communication pada mobil Toyota Avanza sangat berpengaruh terhadap 
keputusan pembelian. Kontribusi terbesar yang berpengaruh terhadap keputusan 
pembelian Mobil Toyota Avanza diberikan oleh Word of mouth,. Berdasarkan 
hasil analisis regresi menunjukkan bahwa variabel Iklan (X1), Personal Selling 
(X2), Promosi Penjualan (X3)  Penjualan Langsung (X4), Public Relation (X5), 
Word of Mouth (X6) berpengaruh terhadap keputusan pembelian (Y) pada Mobil 
Toyota Avanza di kota Lamongan baik secara parsial maupun simultan. Dan 








Farid, Sya'roni Yusuf, 2014 Thesis. Title: “Integrated Marketing Communication 
Influence Purchasing Decisions Toyota Avanza in Lamongan City”.  
Lecturer: Yayuk Sri Rahayu., SE., MM  
Keywords: Integrated Marketing Communication, Purchasing Decisions  
 
The automotive industry rapid development in Indonesia has made the level 
of competition becomes tight, especially in the automobile industry. The sole 
agent (ATPM) continue to push the car to improve the competitiveness of their 
products. This is evident from the diverse array of brands and types of cars 
entering the Indonesian market, a result consumers are increasingly selective in 
choosing a product to be purchased. One alternative is to face the competition by 
implementing Integrated Marketing Communication in marketing activities.  
This study used a descriptive quantitative method, which examines the 
influence of Integrated Marketing Communication and influence the purchasing 
decision variables Ads (X1), Personal Selling (X2), Sales Promotion (X3) Direct 
Sales (X4), Public Relations (X5), Word of Mouth (X6), the purchasing decision 
(Y). In this study population is used as a sample of consumers who have a Toyota 
Avanza in Lamongan city, while the data used in this study was a questionnaire 
data were given on August 8 to 22 by 2014.  
The results showed that the influence of Integrated Marketing 
Communication at Toyota Avanza is very influential on purchasing decisions. The 
biggest contribution that influence purchasing decisions Car Toyota Avanza is 
given by word of mouth,. Based on the results of the regression analysis showed 
that the variables Ads (X1), Personal Selling (X2), Sales Promotion (X3) Direct 
Sales (X4), Public Relations (X5), Word of Mouth (X6) influence on purchase 
decisions (Y) in the Car Toyota Avanza in the town of Lamongan either partially 





.  ﻟﻌﻨﻮ : " ﳌﺘﻜﺎﻣﻠﺔ  ﻻﺗﺼﺎﻻ  ﻟﺘﺴﻮﻳﻖ  ﻟﺒﺤﺚ . ٤١٠٢ﺟﻮ ﻳﻒ  ﺷﻌﺮﻓﺮﻳﺪ، 
  ."ﻣﻮﳒﺎ   ﳌﺪﻳﻨﺔ ﻓﺎﻧﺰ ﻟﺘﺄﺛ ﻋﻠﻰ  ﻟﻘﺮ  ﻟﺸﺮ ﺋﻴﺔ ﺗﻮﻳﻮﺗﺎ
 ﳌﺎﺟﺴﺘ  ﻫﺎﻳﻮ ﻳﺎﻳﻮ ﺳﺮ .:ﺔﳌﺸﺮﻓ
  :  ﻻﺗﺼﺎﻻ  ﻟﺘﺴﻮﻳﻘﻴﺔ  ﳌﺘﻜﺎﻣﻠﺔ، ﻗﺮ  ﻟﺸﺮﻟﺮﺋﻴﺴﻴﺔ  ﻜﻠﻤﺎﻟ
 
ﻟﺘﻄﻮ  ﻟﺴﺮﻳﻊ ﺟﻌﻠﺖ ﻟﺼﻨﺎﻋﺔ  ﻟﺴﻴﺎ   ﻧﺪ ﻧﻴﺴﻴﺎ ﻣﺴﺘﻮ  ﳌﻨﺎﻓﺴﺔ ﻳﺼﺒﺢ 
ﻻﺳﺘﻤﺮ   ﻓﻊ  )MPTA( ﺿﻴﻖ، ﺧﺼﻮﺻﺎ  ﺻﻨﺎﻋﺔ  ﻟﺴﻴﺎ .  ﻟﻮﻛﻴﻞ  ﻟﻮﺣﻴﺪ
ﲢﺴﲔ ﻟﻘﺪ ﻟﺘﻨﺎﻓﺴﻴﺔ ﳌﻨﺘﺠﺎ?ﺎ. ﻫﺬ  ﺿﺢ ﻣﻦ  ﻤﻮﻋﺔ ﻣﺘﻨﻮﻋﺔ ﻣﻦ ﻟﺴﻴﺎ  
ﻟﻌﻼﻣﺎ  ﻟﺘﺠﺎ ﻳﺔ  ﻧﻮ  ﻟﺴﻴﺎ  ﻟ ﺗﺪﺧﻞ  ﻟﺴﻮ  ﻻﻧﺪ ﻧﻴﺴﻲ، ﻧﺘﻴﺠﺔ ﻟﺬﻟﻚ 
ﳌﺴﺘﻬﻠﻜﻮ ﻋﻠﻰ  ﻮ ﻣﺘﺰ ﻳﺪ  ﻧﺘﻘﺎﺋﻴﺔ   ﺧﺘﻴﺎ  ﳌﻨﺘﺠﺎ  ﻟ ﺳﻴﺘﻢ ﺷﺮ ﻫﺎ. ﺑﺪﻳﻞ  ﺣﺪ 
ﺼﺎﻻ  ﻟﺘﺴﻮﻳﻘﻴﺔ  ﳌﺘﻜﺎﻣﻠﺔ   ﻷﻧﺸﻄﺔ ﻫﻮ ﳌﻮ ﺟﻬﺔ  ﳌﻨﺎﻓﺴﺔ ﻣﻦ ﺧﻼ ﺗﻨﻔﻴﺬ  ﻻﺗ
  .ﻟﺘﺴﻮﻳﻘﻴﺔ
ﻫﺬ  ﻟﺪ ﺳﺔ  ﺳﺘﺨﺪﻣﺖ  ﺳﻠﻮ  ﻟﻜﻤﻲ  ﺻﻔﻲ،  ﻟﺬ ﻳﺪ ﺗﺄﺛ  ﻻﺗﺼﺎﻻ 
 ،  ﻟﺒﻴﻊ  ﻟﺸﺨﺼﻲ)1X( ﻟﺘﺴﻮﻳﻘﻴﺔ  ﳌﺘﻜﺎﻣﻠﺔ  ﺗﺆﺛﺮ ﻋﻠﻰ  ﻹﻋﻼﻧﺎ ﻣﺘﻐ ﻗﺮ  ﻟﺸﺮ
، ﻛﻠﻤﺔ  )5X( ﻟﻌﻼﻗﺎ  ﻟﻌﺎﻣﺔ )4X( ﳌﺒﻴﻌﺎ  ﳌﺒﺎﺷﺮ )3X( ، ﺗﺮ ﻳﺞ  ﳌﺒﻴﻌﺎ)2X(
 ﻫﺬ  ﺘﻤﻊ  ﻟﺪ ﺳﺔ ﻳﺘﻢ  ﺳﺘﺨﺪ ﻋﻴﻨﺔ ﻣﻦ   . )Y( ،  ﻗﺮ  ﻟﺸﺮ)6X(  ﻟﻔﻢ
 ﻣﺪﻳﻨﺔ  ﻣﻮﳒﺎ ،  ﺣﲔ   ﻟﺒﻴﺎﻧﺎ  ﻓﺎﻧﺰ ﳌﺴﺘﻬﻠﻜﲔ  ﻟﺬﻳﻦ ﻟﺪﻳﻬﻢ ﺗﻮﻳﻮﺗﺎ
ﻏﺴﻄﺲ ﻋﺎ  ٢٢-٨٠ﳌﺴﺘﺨﺪﻣﺔ  ﻫﺬ  ﻟﺪ ﺳﺔ  ﺳﺘﺒﻴﺎ ﰎ  ﻋﻄﺎ ﺑﻴﺎﻧﺎ ﻋﻦ 
  .٤١٠٢
ﻫﻮ  ﻓﺎﻧﺰ ﻨﺘﺎﺋﺞ  ﻇﻬﺮ  ﺗﺄﺛ  ﻻﺗﺼﺎﻻ  ﻟﺘﺴﻮﻳﻘﻴﺔ  ﳌﺘﻜﺎﻣﻠﺔ  ﺗﻮﻳﻮﺗﺎﻟ 
ﻣﺆﺛﺮ ﺟﺪ ﻋﻠﻰ ﻗﺮ  ﻟﺸﺮ .  ﻛ ﻣﺴﺎ ﺔ  ﻟ ﺗﺆﺛﺮ ﻋﻠﻰ ﻗﺮ  ﻟﺸﺮ  ﺗﻌﻄﻰ 
ﺑﻜﻠﻤﺔ ﻣﻦ ﻓﻤﻪ،. ﺑﻨﺎ ﻋﻠﻰ ﻧﺘﺎﺋﺞ ﲢﻠﻴﻞ  ﻻ ﺪ  ﻇﻬﺮ   ﻓﺎﻧﺰ ﺳﻴﺎ ﺗﻮﻳﻮﺗﺎ
ﳌﺒﻴﻌﺎ  )3X( ، ﺗﺮ ﻳﺞ  ﳌﺒﻴﻌﺎ)2X( ﻲ،  ﻟﺒﻴﻊ  ﻟﺸﺨﺼ)1X( ﻹﻋﻼﻧﺎ  ﳌﺘﻐ
 ﻟﺘﺄﺛ ﻋﻠﻰ ﻗﺮ  ﻟﺸﺮ )6X( ، ﻛﻠﻤﺔ   ﻟﻔﻢ)5X( ﻟﻌﻼﻗﺎ  ﻟﻌﺎﻣﺔ )4X( ﳌﺒﺎﺷﺮ
 ﺑﻠﺪ  ﻣﻮﳒﺎ  ﻣﺎ ﺟﺰﺋﻴﺎ    ﻗﺖ  ﺣﺪ.  ﻣﻌﺎﻣﻞ  ﻓﺎﻧﺰ   ﻟﺴﻴﺎ ﺗﻮﻳﻮﺗﺎ )Y(
 .٪٧,١٩  ٧١٩,٠ﻣﻦ  ( ﻣﺮﺑﻊ Rﺣﺎﺳﻢ ) ﳌﻌﺪ 
 
